Amazon has shocked the retailing world with its sophisticated data-analysis mechanisms, which examine every customer interaction and, in turn, create optimal changes in its marketing mix. The path to purchase will never be the same.
In this issue's special section, "What We Know about In-Store Marketing," columnist Gian M. headed to Amazon when they wanted to search for a product." That number is so daunting, he continues, because it is "nearly twice as many as those who used search engines and equal to the total number of those who said they used specific retailers' various channels."
The comScore cofounder further warns that "national-brand manufacturers should worry about fast-growing e-commerce brands sold directly to consumers, which threaten established brand equity." What's more, national name brands "have to contend with the growth in private-label brands, many of which have seen significant improvement in quality and whose price point is attractive to consumers." • highly attractive models versus normally attractive models in advertising;
• the fine line between sexy and sexist advertising;
• metrosexual images and segmentation;
• LGBT and transgender depictions in advertisements;
• unreal expectations based on ideal imagery in advertising;
• male images and advertisement likability;
• androgyny and unisex portrayals;
• nudity in advertising;
• gender as psychology as opposed to sexual makeup.
We are looking for immediately actionable research findings, and as a result we are calling for empirical papers. Given our strong practitioner readership, please place particular emphasis on practitioner implications of the research findings.
As always, I look forward to your questions and feedback.
